INTRODUCTION
Meeting conventional market driven consumer demand is the most cost-effective way to succeed in business and marketing managers are keenly aware of this issue. Yet, wine produced in sub-regions overshadowed by a larger country or state of origin or even located next to a well known region is often overlooked and not considered mainstream. There is some discussion whether wines produced in these sub-regions can ever become "conventional" and be considered as seriously as the larger country, state or popular regions suggesting that strong marketing leadership is needed. 2, 3, 4 Thus, it has been acknowledged effective marketing communications need to recognize the relationship between a product (brand) and the consumption values or benefits consumers' seek. 1, 2, 3, 4, 5, 6 Marketing managers are likely to question what truly motivates consumer preferences in terms of brand benefits. The variability of consumer segments and purchase criteria are important to understand when matching brands to markets. 2, 5 The market place can be overwhelming for wine consumers, especially given the globalization of wine markets, resulting in consumers being offered a larger number of brands than ever before. 3 This increase in available wine brands suggests there is growing importance of brand equity in the wine industry. The wine industry has looked to product quality as the key for preserving competitiveness but consumers easily find substitute wines when the sole message is one of quality, resulting in fierce price competition. This is in complete contrast to a common viewpoint that a significant amount of a wine's charm is acquired through its terrior. 2 Yet, little has been done to determine the value consumers place on different wine locations, particularly regions of countries of origin, with respect to factors other than quality and price. 2, 3, 5 The choice of which wine origin benefits to communicate would seem to be especially important in situations where consumers may vary widely in the benefits sought, are less familiar with brand names, and evaluate origins rather than products. 2 Considering that effective marketing must recognize the relationship between a brand and the benefits consumers seek, 5 the question is how to conceptualize, measure and utilize consumer perceptions of wine locations and the value placed on attributes such as emotions, social acceptance and the environment in relation to those locations. Previous research by Orth et al. examined wine producing countries (e.g. California, France, Italy), 2 rather than specific sub-regions. To explore these issues further it is necessary (1) to gain a better understanding of consumer perceptions of the dimensions of sub-region wine identity or brand recognition (2) to determine if perceptions of these sub-regions are similar to perceptions of other sub-regional wine regions and (3) to segment consumers by lifestyle choices and compare to regional preferences for the purpose of developing market strategies. , Using developed hypotheses, this current study will test the three points discussed above using a consumer sample across different regions of the United States. 2 This research should add value to wine marketing efforts on the dimensions of wine region benefits by considering the relationship of consumer preferences and location where respondents live. The results are also expected to provide evidence that wine regions should not rely on the brand image of the larger country or state of origin in which it is located and that they need to establish their own unique brand identity.
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LITERATURE REVIEW
Branding is the means used to differentiate one product from another. 2, 3, 6, 7, 8, 9 Orth, McDaniel, Shellhammer and Lopetcharat (2004) suggested a brand is essentially a particular product, place or service enhanced such that potential consumers perceive relevant, unique, sustainable values matching their needs most closely, 5 thus highlighting the added values consumers perceive intrinsic in a brand. These added values can be separated into two distinct concepts. The first is the functional value and the other is the symbolic value. 8 Functional values communicate the products benefits that satisfy consumers' needs, while symbolic values connect the brand to the emotional values, such as intangible feelings and symbolic benefits satisfying the consumer's self-expression needs. 4 preferences. 2, 4, 22 Wine marketers understand that equity can be added to their brands by preference to their particular origin, 2, 3 as with the case of pinot noir, where consumers are likely to express favorable purchase behaviors toward wines from Oregon, France, or New Zealand, location known for producing quality pinot noir based wines. As stated earlier, Orth et al. only tested wine region equity from the viewpoint of the primary "Country" by assessing for example, France or Italy, rather than on specific regions within in these countries, such as Loire or Chianti.
2 Thus, because a brand's associations are part of a consumer's memory, it may be useful to examine secondary associations of counties/states and regions since some secondary associations over time may transfer from the primary brand, facilitating the leverage of brand association in marketing programs. For example, wine may be the primary brand association for California, which in turn may be secondarily associated with Napa Valley. California may attempt to transfer this secondary brand association to other wine regions capturing additional wine marketing gains. 19, 20 Russian River Valley, which is located next to the Napa Valley in California, could leverage the California and Napa Valley brand image to increase awareness of their wines, ultimately establishing their own identity. Protecting a brand image is equally important to insure long-run gains. For example, Bordeaux, France, Napa Valley, California, or Long Island, New York legally guard the use of their regional identity with local, national and international regulations. 23 In particular, Napa Valley, Sonoma County and Paso Robles try to protect their positions and win both legal protection and consumer recognition for their specific appellations or "American Viticulture Areas". In 2007, Napa Valley formally became the first United States wine region to win recognition from the European Union as a "geographical indication," making it subject to recognition and protection by the E.U.'s member nations. 23 Therefore, based on the research discussed above, the first proposed research hypothesis, as modified from Orth et al. is: 2 H1. Wine preferences for various small wine regions differ significantly with respect to the benefits consumers seek regarding the dimensions of wine region equity.
Consumer Demographics and Lifestyles
Verlegh and Steenkamp suggested that once the dimensions of small wine region brand equity benefits are identified, the question becomes how to effectively communicate them to consumers. 24 Crucial in the understanding of consumer behavior and converting this understanding into successful marketing strategies, is the implementation of a sound market segmentation approach. The direction marketing should consider is not the quest of any customer at any price, but the identification and targeting of customers that can be served most effectively with the best offer compared to its competitors. 24 Thus, a marketing-oriented organization focused on developing consumer-based brand equity, reaches this objective through an understanding of customers' needs and wants. There are a number of measures used to understand buyer behavior, 24, 25, 26 with demographics, social class, and psychological characteristics being the most widely used. Demographics have the broadest acceptance lending easily to quantification and consumer classification; but they lack richness and are usually supplemented with other data. Social class adds some depth to the demographic classifications, but does not add real meaningful insights into consumers buying patterns. On the other hand, lifestyle patterns combine demographics with the depth and breadth of psychological characteristics by addressing the everyday, behaviorally oriented aspects of consumers lives. 24, 25, 26 Lifestyle segmentation is centered on bridging the brand with customer's interests, values, attitudes, and sense of self, by creating cultural symbols that resonate with consumers' personal identity. The basic premise of life style research is that the more you know and understand about your customers the more effectively you can communicate and market to them." Keng and Cheng concluded lifestyle information is more important in predicting foreign and domestic travel behavior than demographic variables, and they suggested travelrelated organizations adopt the use of lifestyle data as a market segmentation strategy, 25 24 This behavior has proven useful for profiling consumers of various products and services 29, 30, 32 with several studies focused on wine consumers and their lifestyle characteristics. 2, 28 Orth et al. found that communication of lifestyle images are commonly used to advertise alcoholic beverages such as beers; yet this communication is rarely used in marketing wine 2 and for winemakers and marketers it remains an ongoing test to produce wines consumers actually want to drink. Thus if wine consumers truly identify with such lifestyle images, as athletics (baseball) or culture (performing arts), then lifestyle profiling may be useful in affecting consumer preferences for various small wine regions and in creating media messages that reach consumers with specific lifestyle interests. 2, 24 Given the above discussion, two hypotheses are proposed: H2. Consumer lifestyle segments differ significantly with respect to the benefits sought in the dimension of small wine region equity. H3. Consumer lifestyle segmentation differs significantly with respondents to preferences for wine from different origins.
METHODOLOGY

Design of Study
Developing a survey based approach, Park and Srinivasan in their study of measuring and understanding brand equity suggested that by estimating brand equity at the individual level as opposed to the aggregate or segment level, marketing managers can aggregate the individual-level measures to quantify both the mean and standard deviation of brand equity for any segment of interest.
11 Thus, to undertake testing the three hypothesis presented in this study, it was decided to use a modified version of surveys conducted by Orth et al. and Dodd and Bigotte as the results of the survey would indicate if consumers have similar perceptions and reasons for choosing wine produced in sub-regions. 2, 28 This study considered the general adult population of the United States for its sample, randomly selecting them from an e-mail data base maintained by a national data warehouse company ("Organization"). A profile was created, so that respondents to be considered in the final data analysis were required them to be over 21 years of age, which is the legal drinking age in the United States, considered themselves to be wine consumers, and to have purchased a wine in the past year. If any respondent did not meet these criteria, he or she was eliminated from the data analysis. The Organization was given regional categories and a URL link. The organization then randomly selected 9,000 e-mail addresses (the maximum number the researchers could afford) and sent the URL link along with a cover letter introducing the study. The Organization has indicated that its past experience with blast e-mails results in an average open rate of up to 10%, or in this case with approximately 9,000 e-mails sent, it was estimated that no more than 900 would be opened by the e-mail recipients. According to their results, nearly 10% or 896 e-mails were opened. To understand why respondents may not have opened the first e-mail and to inspire more responses, after five weeks a followup e-mail was sent by the Organization. The majority stated they typically fail to complete surveys due to a general unwillingness to participate in any unsolicited email study. These results are similar to studies where the survey was designed to select a large sample from a professional sampling agency. 3, 28, 34 This sample size (332) was determined to be sufficient in terms of the precision of results ensuring sufficient respondents and indicating respondent characteristics were an accurate representation of the general American population with respect to gender and age.
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Measures
Wine Regions -Using a perceptual measure involving consumer perceptions, such as awareness, brand associations and perceived quality, 2, 9, 30 Respondents were asked to match the country/state with the region and to preference rank the regions from 1 = highest preference to 9 = lowest preference. The survey employed ten selected wine regions of larger and well known wine producing areas in the USA and around the world, including regions where the sample participants lived to consider the recognition of local brand awareness. Eight of the ten sub-regions were selected from six of the countries used in the Orth et al. study.
2 These 10 proposed regions were analyzed to determine potential respondent difficulty in region recognition. This assessment was accomplished by 12 wine experts with the results showing an even spread between easy, moderate and hard levels of difficulty in region recognition. Drivers of preferences -To measure wine region benefits sought by consumers, the PERVAL item scale, as modified by Orth et al. from Sweeney and Soutar and for environmental statements, from Bohlen, Schlegelmilch and Diamantopoulos and Follows and Jobber, was employed for measuring wine region benefits sought by consumers. 2, 12, 13, 14 The items assessing Humane Benefit, as tested by Orth et al., were not used as their results were not found to be significant. 2 Thus only 22 items were used in this study. Table  2 provides examples of the statements used. Lifestyles -A 23-item lifestyle battery (see Table 4 ) was employed to capture the extent to which consumers enjoyed specific activities. The scale, previously used by Moore and Homer and Orth et al., 2, 32 was selected for this study because the items corresponded to emotional and social dimensions of benefit pertinent to this study. Response to 23 statements pertaining to the activities in which people participated was measured using a seven -point bi polar scale ranging from 1 =do not enjoy at all to 7 = enjoy very much.
RESULTS
A total of 332 questionnaires were completed. Forth-six percent of the respondents were male and 54% were female. Respondents had high levels of education with 59% of the sample having earned at least a four-year college degree. Thirty-three percent of the respondents had annual household income of less than $60,000, while 15% had incomes of over $120,000. The average age of respondents was 44 years and they reported an average of 20 years consuming wine. Overall, the socio-demographic background of the respondents (middle-aged, educated, with higher incomes) mirrored the profile of wine consumers in Motto, Kryla and Fisher, 33 and was similar to data collected in a survey conducted by Barber.
34
Forty-three percent of the respondents were Baby Boomers (born between and including 1948 and 1963), 24% were Generation X (born between and including 1964 and 1978), and 31 % were Millennial (born between and including 1979 and 2000) .The respondents wine purchase, consumption and consumer preferences, are shown in Table 1 . On average they purchased 15 bottles (750 ml) per month, spent $318, or $23 per bottle on wine. This similar to a study by Barber, Taylor and Strick were respondents spent on average $23 per bottle of wine. 37 27%  32%  39%  43%  29%  38%  7%  27%  26%  0%  Shenandoah Valley, VA  28%  29%  35%  50%  32%  21%  31%  27%  21% 0% Note: CA = California, Co = Colorado, IL = Illinois, MA = Massachusetts, MD = Maryland, NM = New Mexico, TX = Texas, VA = Virginia, and WDC = Washington D. C. ** = will not add up to total sample as some respondents have visited more than one location. Represents the number of respondents. *** = Scale from 1 = most preferred to 9 = least preferred.
Another interesting result was reported. Respondents living on the East Coast of the United States (Massachusetts, Maryland, Virginia, and Washington D.C.) rated their preference of the wine region Ribera del Duero, which is a smaller region than other Spanish regions such as Rioja, higher and purchased more of the wine from this region than respondents from other states. This may be due to the proximity of these respondents to the nation's capital, which has a large international influence, and because earlier immigrants from Spain and Portugal settled in these areas. A similar result was noted when respondents from Massachusetts and Maryland, rated the Chianti region, rated a higher preference and purchased more of these wines than other respondents. Historically there has been a large Italian immigrant population in these geographical areas.
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When asked to identify the country/state of origin for each small wine region (Table 1) , 87% of respondents correctly identified Napa Valley as located in the state of California, but only 81% of Californians were able to correctly cite the location. Likewise, only 18% of all respondents correctly identified the state of origin (Texas) for the Bell Mountain region, while only 18% of the respondents from Texas could correctly identify Bell Mountain's location. Finally, 28% of all respondents correctly identified Shenandoah Valley as located in Virginia, while only 21% of those living in Virginia could identify its location. The results of this assessment are important to winemakers and marketers because it demonstrates the need to better promote, possibly through secondary associations, increased awareness of local wineries with-in any given state.
Drivers of Preferences
The 22 items assessing the importance of perceived value were divided into five separate categories: "Price and value benefit", "Functional/Quality benefit", "Environmental benefit", "Social benefit", and "Emotional benefit". Although previously tested by Orth et al., 2 the reliability and validity was assessed using exploratory and confirmatory analyses. Corrected item-total correlations were examined for each set of items. Items not having a corrected item-total correlation more than 0.50 were removed. 35 The remaining measurement items were subjected to exploratory factor analyses with Varimax rotation to reduce the items to a smaller set of variables with items exhibiting factor loadings less than 0.40 eliminated. 35 Following Hair et al. and Ryu and Jang (2008), 35, 36 eigenvalues and variance explained were used to discover the number of factors to extract. A clear factor pattern emerged and after deletion of seven items that either had their highest loading on an incorrect factor or low factor loading a second exploratory factor analysis was performed. The seven items eliminated were (2 Functional), (1 Price/value), (1 Social), (1 Environmental), and (2 Emotional).The results of this analysis showed eigenvalues all greater than 1.0, five factors, and total variance explained of 76% (Table 2) . A confirmatory factor model using the maximum likelihood technique was estimated via AMOS (Analysis of Moment Structures, release 7.0/SPSS 15.0). After the unidimensionality check, reliabilities were examined using Cronbach's alphas, item reliabilities and composite reliabilities, and the average variance was extracted (AVE) to assess the internal consistency of multiple indicators for each. 35, 38, 39, 40 This analysis used the 15 items (Table 2) to verify the factor structure in the proposed scale. 36, 40 A number of widely used goodness-of-fit statistics consistently indicated that the confirmatory factor model satisfactorily reflected a good fit to the data (NFI = 0.92; TLI = 0.95; CFI = 0.96; RMSEA = 0.061). According to the confirmatory factor analysis, the measures suggested the indicators shared only a single primary construct and were loaded as expected with minimal cross-loadings. 41 As illustrated in Table 2 , Cronbach's alpha estimates, ranging from 0.79 to 0.90, were acceptable and the standardized factor loadings, ranging from 0.79 to 0.95, met the minimum criterion of 0.40. 40 Accordingly, the revised model was accepted for subsequent use of the benefit constructs of functional, price/value , social, emotional, and environmental. Ratings on the items were then averaged to generate mean scores for the five dimensions.
Dimensions of Smaller Wine Region Equity and Consumer Preferences
To test Hypothesis one, "wine preferences for different small wine regions differ significantly with respect to the benefits consumers seek regarding the five dimensions of wine region brand equity", a hierarchical stepwise multiple regression analysis was employed . The results of the hypothesis testing, listed in Table 3 , show a number of significant relationships between consumer preference for a small wine region and benefits sought. Because the preference variable with a lower score represents a high preference, smaller values indicate higher preferences. The "nominal" relationship between brand preferences and benefits sought is reversed with positive (negative) coefficients indicating negative (positive) effect. Hypothesis One is supported and provides insights into which dimensions of small wine region brand equity motivates consumer preferences. For example when considering quality orientation, consumers associate higher preferences for wine from Burgundy, France and Napa Valley, California, while a price orientation results in higher preferences for wines from New South Wales, Australia and Curico Valley, Chile. For social and emotional benefits, there is a high preference for wines from New South Wales, Australia, while for environmental benefits a higher preference for wine from Bell Mountain, Texas and Curico Valley, Chile. There were negative associations between preference and benefits with, for example those that valued quality, price and social avoided wine from Chianti, Italy, Ribera del Duero, Spain, and Russian River Valley, California. 
Lifestyle and Small Wine Region Preferences
Hypotheses two and three were evaluated using the assessed lifestyle variables and hierarchical clustering, which works well for small samples. This method allows for the selection of definition of distance, then the selection of a linking method for forming clusters, finally determining how many clusters best suit the data. For this study the between-groups linkage method was selected because this method is often preferred over nearest or furthest neighbor methods, is based on information about all inter-cluster pairs, is not affected by extreme values, and tends to combine clusters with approximately the same variance. 31 A Dendrogram was used to identify any extreme values and confirmed there were no extreme outliers in this analysis. After hierarchical clustering was used to determine the desired number of clusters, k-means clustering ("Quick Cluster") was used to analyze the entire dataset with the goal of minimizing withincluster variance and maximizing variability between clusters. MANOVA was used to examine overall differences in lifestyle among the clusters across all lifestyle activities, and ANOVA, using the Scheffé method, to determine which lifestyle activities differed among clusters. Table 4 reflects the results with group means for each of the eight clusters on each of the 23 lifestyle activities. The results indicate that numerous pairwise differences are significant, with highest and lowest values highlighted. Note: looking across rowsa indicates significantly highest score, b indicates significantly lowest score, with p < .01. Low score = do not enjoy and high score = enjoy very much.
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Hypothesis two, "consumer lifestyle segments differ significantly with respect to the benefits sought in the dimension of small wine region brand equity," was supported as shown in Table 5 . For example, Cluster 5 had consistently high scores across all dimensions, while cluster 7 had consistently low scores across all dimensions. Interestingly, there were significant differences among the clusters, such as cluster 3 (M = 5.4) which valued price more than cluster 7 (M = 3.9), while cluster 8 (M = 5.6) valued quality more than cluster 1 (M = 4.5). Social benefits were valued the least by clusters 2 (M = 2.1) and 7 (M = 2.2) compared to cluster 5 (M = 3.7), while most clusters did not assign a high value to the environment benefit. 
Lifestyle Segments Profiled by Small Wine Region Preferences
Hypothesis three "preferences for wine from different origins differ significantly between consumer segments as defined by lifestyle' was evaluated mixed results as shown in Table 6 . Significant differences were reported for some of the appellations, such as Bell Mountain, Texas; Burgundy, France; Chianti, Italy; Napa Valley, California; and New South Wales; Australia. However, the results of equity dimensions were unable to explain differences in consumer preferences for wines from the other origins; thus hypothesis three was partially supported. Although these results suggest consumers perceive differences in wines in five out of nine regions, it does present marketers with a great opportunity to develop and communicate favorable region brand equity dimensions to their target markets, particularly given the strengths of price and social benefits.
Profiling Consumer Segments
Finally, consumer lifestyle segments were profiled using the previously examined variables in Table 5 and the results in Tables 6 and 7 to support the development of strategic and wide-ranging marketing communications. One such profile is lifestyle segment Cluster number 8, which represented 14% of the respondents with 37% living in Texas and New Mexico. Within this cluster 55% are females and the average www.vdqs.net/2010Palermo
11/14 age is 32. On average respondents buy 17 (750 ml bottles) per month, spending $18 per bottle and display a preference for wine produced in Napa Valley, California and Burgundy, France. This segment has a strong antisocial behavior towards activities such as partying with friends, going to concerts or galleries, eating at restaurants, attending shows with friends, or going on dates as confirmed by the low social equity dimension score (Table 5 M = 2.5); yet they do enjoy activities such as sporting events, listening to news on the radio, and grocery shopping. Price is an important equity dimension to this cluster (Table 5 , M = 5.0) and may relate to the fact that 50% of this cluster earn less than $60,000 per year. In addition this segment exhibits the strongest interest in quality (M = 5.6) which may be why they prefer wines from Napa Valley, California (Table 6 M = 4. 2) and Burgundy, France (Table 6 M = 3.9). They also show an emotional focus (Table 5 M = 5.4) suggesting the importance of how wine makes them feel. Thus, marketing communications messages to address this segment may consider emphasizing the quality dimension, while hinting at the highly individual, in contrast to social nature of enjoying wine. Suitable messages may also address the emotional benefits of choosing wine from a specific wine region, whose origin evokes thoughts of happiness and well being, as well as offering wines that are well made and have consistent quality. Advertisements could use signals on labels, food and wine magazines, etc. that emphasize wine as an element of social interaction, preferably in a casual setting at home. Another cluster of interest is number 3, which represented 7% of the respondents with 45% living along the east coast. Within this cluster 73% are males and the average age is 31. They spend more per bottle ($30.19) than any other cluster, purchase on average 15 bottles per month and display a preference for www.vdqs.net/2010Palermo 12/14 wine produced in Napa Valley, California and Burgundy, France. This segment has a strong emotional behavior towards activities such as going on dates, watching soap operas, singing and dancing, and attending entertainment shows with friends as confirmed by the high emotional equity dimension score (Table 5 M = 4.7 ). In addition, price and quality are the most important equity dimension to this cluster and may relate to (Table 5 , M = 5.4; M = 5.2) with the fact 45% earn more than $100,000 per year. Marketing communication messages for this cluster should address the price and emotional dimensions, possibly while hinting at the quality aspects of enjoying wine. Signals linking price and quality through advertisements emphasizing wine as an element of emotional enjoyment, preferably in a relaxed setting with an intimate group of friends may be effective.
CONCLUSION AND IMPLICATIONS
This study examined the relationships between consumer preferences for smaller wine regions and lifestyle benefits, with the identification of several significant marketing strategies, such as segmentation, target market communication strategies, and product positioning winemakers and marketers should consider in creating regional brands. Consideration of these motivators of consumer preferences toward smaller wine region brand equity are critical to marketers in designing location based brands through the communication of selected price, quality, social, emotional, and environmental benefits. How consumer segments support a specific wine region reinforces the need for appropriate target market activities enabling managers to assess and then take advantage of the competitive situation of their region. A consideration from this study, and supported by the results of Orth et al, 2 are the benefits various consumer segments seek which will form the basis of targeted brand design. It provides managers with the information necessary for successfully adapting location-based brand marketing strategies to market segments that share unique or specific benefit preferences. For example, Orth et al. reported on the dimensions of wine region brand equity based on countries of origin. 2 They found California (M = 3.0) had the highest preference rating by respondents and that the relationship to preference and equity dimensions for California were centered on price and social motivating factors. In this study, secondary association was tested with two wine regions in California using similar procedures as Orth et al. 2 Napa Valley (M = 3.5) was preferred most by respondents but the Russian River Valley was not (M = 5.9). When measuring the preference and equity dimension relationship, Napa Valley was very high on quality and social motivation factors, while the Russian River Valley did not have any strong equity relationships. Thus, the Russian River Valley, which competes with the Napa Valley for consumers' attention and purchase dollars, needs to improve on communicating their regions value benefits to consumers. This lack of identify for the Russian River Valley region is apparent by the results showing 81% of the respondents living in California could correctly identify Napa Valley as being located in California, while only 32% of the same respondents could correctly place the Russian River Valley in California. Finally, insight into the segment characteristics of lifestyle should influence managerial decisions on the selection, combination, and design of communications media selected to reach a target audience, such as those visitors attending art galleries, going to concerts, or eating at restaurants with friends. When using advertisements, typical consumers should be shown in these social activities when wine region benefits are communicated. The interrelatedness of the relationships between origin preferences, wine benefits sought by consumers, and consumer lifestyle can provide marketers with a powerful tool for effectively addressing and persuading consumers.
